
























































Tämän	 opinnäytetyön	 tarkoituksena	 oli	 suunnitella	 ja	 toteuttaa	 strateginen	
markkinointisuunnitelma	 Karhujää	 Oy:n	 Facebook	 sivulle	 sekä	 vastata	 kysymykseen	
vaikuttaako	 yrityksen	 aktiivinen	 läsnäolo	 sosiaalisessa	 mediassa	 fanien	 ja	 seuraajien	
sitoutumiseen.		
	
Opinnäytetyön	 teoreettinen	 viitekehys	 keskittyy	 markkinoinnin	 kehittymiseen	
sisältömarkkinointiin,	 brändin	mielikuvaan	 sekä	 sosiaalisen	median	 kirjallisuuteen.	 Se	
antaa	 yleiskuvan	 sosiaalisesta	 mediasta	 nykypäivän	 markkinoinnissa	 ymmärtämällä	
yksilöllisyyden	 ja	 yhteisöllisyyden	 merkityksen	 asiakaskokemuksessa.	 Teoreettisen	
osan	 lopupuolella	 tarkastellaan	 Facebookkia	 yrityksen	 näkökulmasta	 sekä	 esitellään	
Facebook-sivun	ominaisuuksia	ja	mahdollisuuksia.		
	
Empiirinen	 tutkimus	 antaa	 katsauksen	 some	 presenssin	 suunnitteluun	 ja	 ylläpitoon.	
Suunnitteluun	 hyödynnettiin	 opittua	 teoriaa	 ja	 sen	 avulla	 muodostettiin	 strateginen	
markkinoinninsuunnitteluprosessi.	 Prosessi	 koostui	 tavoitteiden	 asettamisesta,	
tilannekatsauksesta,	 strategian	 laatimisesta,	 toteutuksesta,	 seurannasta	 ja	 lopuksi	
yhteenvedosta.	 Tutkimus	 tehtiin	 Karhujää	 Oy:lle	 ja	 se	 toteutettiin	 heidän	 Facebook-
sivullaan	 vuoden	 2017	 ensimmäisten	 neljän	 kuukauden	 aikana.	 Tänä	 aikana	 tutkija	
toimi	ja	hallinnoi	Facebook-sivua.	
	
Tutkimustulokset	 osoittavat,	 että	 aktiivisella	 ylläpidolla	 on	 myönteinen	 vaikutus	
sitoutumiseen	 ja	 se	 luo	positiivista	mainetta.	Tätä	 tukee	 se,	että	 seuraajien	määrä	 ja	
julkaistuihin	 postauksiin	 reagoinnit	 ovat	 kasvaneet.	 Tämän	 vuoksi	 on	 tärkeää,	 että	





























The	 theoretical	 discussion	 focuses	 on	 the	 literature	 of	 marketing	 development,	
content	marketing,	brand	image	and	social	media.	It	gives	an	overview	of	social	media	






This	was	 carried	out	as	an	empirical	 research	and	 it	 gives	an	overview	of	a	 strategic	
marketing	 planning	 process	 from	 design	 to	 implementation.	 The	 process	 consists	 of	
goal	 setting,	 situation	 review,	 strategy	 formulation,	 implementation,	monitoring	 and	
summary.	The	research	took	place	on	their	Facebook	page	during	the	first	four	months	




on	 the	 engagement	 score	 and	 page	 visibility.	 This	 is	 supported	 by	 the	 fact	 that	
followers	have	 increased	 in	number	as	well	 as	 the	 reactions	 in	published	posts	have	
grown.	 Therefore,	 it	 is	 important	 for	 a	 company	 to	 plan,	 set	 goal,	 implement	 and	
























































People	 were	 no	 longer	 limited	 to	 just	 surfing	 the	 Internet	 but	 they	 could	 also	
participate	 in	creating	content	 for	 it.	This	started	the	new	era	that	we	still	 live	today	
and	 it	 has	 changed	 roles	 between	 consumers	 and	 companies.	 This	 means	 that	
between	the	companies	and	the	consumer	an	intimate	relationship	is	formed	and	they	
both	take	care	of	it.	The	relationship	between	a	brand	or	a	service	and	the	consumer	

















the	 audience	 and	people	 are.	 It	 provides	 new	ways	 to	 engage	 consumers	 as	well	 to	
reach	new	customer	relationships	by	targeted	advertising	cost	effectively.	The	biggest	
changes	 compared	 to	 the	 past	 are	 that	 this	 is	 every	 company’s	 right,	 including	 the	
smallest	 companies,	 and	 it	 is	 also	 easy	 to	 do.	 This	 phenomenon	 can	 lead	 to	
establishing	an	account	but	forgetting	its	maintenance.	My	thesis	examines	whether	it	
matters	 if	 the	established	account	 is	planned	beforehand	and	actively	maintained	or	
not.		
	
The	main	goal	of	 this	master	 thesis	 is	 to	 find	out	 theoretical	 facts	and	arguments	on	
values-driven	marketing,	brand,	content	marketing	as	well	as	social	media,	which	help	
to	 develop	 an	 overall	 picture	 of	 the	 demands	 in	 social	 media	 presence.	 Once	 the	
overall	picture	 is	clear,	 it	will	be	put	 into	practice	by	utilizing	one	of	the	social	media	
platforms	 in	 the	 study.	 The	 selected	 environment	 is	 a	 Facebook	 page	 as	 it	 was	 the	
request	of	 the	company.	Before	putting	the	study	 into	practice	the	properties	of	 the	
Facebook	 page	 are	 presented	 carefully.	 By	 taking	 advantage	 of	 these,	 the	 thesis	
begins.	 It	 presents	 insights	 into	 how	 a	 Facebook	 page	 is	 planned,	 maintained	 and	










when	I	wake	up	and	for	sure	 it	 is	 the	 last	thing	before	 I	go	to	bed.	 I	use	many	social	
media	platforms	such	as	Facebook,	 Instagram,	LinkedIn,	Twitter	and	WhatsApp.	 I	see	
the	 impact	 and	 benefit	 from	 the	 user's	 point	 of	 view.	 As	 a	 master	 student,	 I	 am	
interested	 in	 seeing	 social	 media	 from	 another	 perspective	 and	 in	 this	 case	 from	 a	
business	 point	 of	 view.	 From	 all	 the	 social	 platforms	 I	 am	 the	 most	 interested	 in	
understanding	Facebook.	
	
I	was	 offered	 the	opportunity	 from	my	 friend’s	 company,	 Karhujää	Oy,	 in	 improving	
Facebook	presence	for	them.	As	I	have	been	following	the	company’s	activities	for	five	
years	from	a	distance,	 I	thought	to	myself	“Yes,	 let´s	do	 it,	 let’s	turn	the	page	upside	
down	 and	 see	 what	 would	 be	 achievable	 through	 proper	 planning,	 designing	 and	
implementation.”	So	I	decided	to	take	up	the	challenge.		
	
I	 knew	 beforehand	 that	 this	 requires	 a	 lot	 of	 background	 research,	 commitment	 as	
well	as	the	ability	to	face	challenges.	I	started	working	with	it	right	away	by	surfing	the	
web	 and	 looking	 for	 different	 texts	 and	 blogs	 on	 the	 subject.	 I	 also	 found	 a	 good	




the	work.	 I	 also	 learned	 to	use	 the	Facebook	page	and	understand	 the	way	 it	works	
and	is	customizable.		
1.2 Research	purpose	and	question	






























to	 plan	 and	 implement	 a	 B2C	 marketing	 strategy	 through	 existing	 social	 media	
platform,	 Facebook.	 The	 thesis	 presents	 insights	 into	 brand	 management,	 content	
marketing,	social	media	and	Facebook	page	marketing.	The	purpose	of	the	study	was	
to	find	out	what	kind	of	opportunities	there	are	for	using	Facebook	as	a	marketing	tool	
more	 effectively.	 The	 aim	was	 to	 create	 a	 customer-centric	 communication	 plan	 for	
Facebook,	 implement	 it	 and	 achieve	 results.	 To	 achieve	 this,	 the	master	 thesis	 was	
clearly	divided	into	four	parts.	It	consists	of	an	introduction,	a	theoretical	part,	project	






Paragraph	 two	 focuses	on	 the	 theoretical	part.	 The	 theoretical	part	 forms	an	overall	
picture	 of	 social	 media	 and	 the	 demands	 needed	 in	 social	 media	 presence	 through	
values-driven	marketing,	brand	 image	and	content	marketing.	 It	presents	 knowledge	
from	 values-driven	 marketing,	 brand	 image	 and	 mission,	 content	 marketing,	 social	
media	and	gives	more	detailed	info	about	Facebook	from	a	business	perspective.	This	




Once	 the	 theoretical	 overall	 picture	 is	 clear,	 it	 will	 be	 put	 into	 practice.	 The	 third	
paragraph	 is	 about	 the	 empirical	 research.	 It	 presents	 planning,	 design,	
implementation	 and	 results	 of	 the	 empirical	 research.	 It	 shows	 in	 detail	 when	 this	
strategic	marketing	plan	for	a	Facebook	page	was	made	and	how	it	was	utilized.	It	goes	
into	details	of	the	project	by	showing	what	was	achieved	and	how	the	reputation	and	
engagment	 score	 was	 raised.	 In	 the	 end	 of	 this	 paragraph	 the	 results,	 findings	 and	
future	recommendations	will	be	pointed	out.	
	
Paragraph	 four	 provides	 the	 conclusions	 of	 the	 work.	 The	 main	 learnings	 will	 be	









The	 subject	 has	 been	 studied	 in	 the	 past	 from	 similar	 and	 slightly	 different	
perspectives.	 The	 previous	 researches	 have	 been	 made	 from	 aspects	 like	 digital	
marketing	 planning,	 investigating	 different	 kinds	 of	marketing	 channels,	 determining	
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As	 it	 is	said	 in	previous	studies,	there	 is	room	for	new	researches	 in	rapidly	changing	
digital	marketing	and	social	media	field.		This	research	gives	business	owners	a	chance	
to	 understand	 what	 it	 requires	 to	 be	 present	 and	 active	 in	 social	 media,	 how	 the	
Facebook	 marketing	 works	 and	 how	 even	 little	 investment	 in	 money	 and	 time	 can	
bring	 visible	 results.	 So	with	 this	work,	 social	media	will	 be	 researched	 from	 a	 new	
perspective,	whether	an	active	presence	in	social	media	matters.		
2 THEORETICAL	FRAMEWORK	
This	paragraph	 reviews	 the	 literature	of	marketing	development,	 content	marketing,	














more	 profitable.	 As	 the	 world	 changes	 so	 changes	 the	 way	 of	 doing	 marketing.	
Understanding	 the	 change	 helps	 to	 understand	 how	 the	 present	 orientation	 differs	
from	 the	 old	 ones,	 how	 the	 relationship	 with	 customers	 has	 changed	 and	 how	 this	
values-driven	marketing	should	be	taken	into	account	with	future	marketing	activities.		
	
The	 viewpoint	 of	 marketing	 has	 changed	 from	 product-centric	 (1.0)	 to	 consumer-
oriented	(2.0)	and	at	the	moment	 it	 is	moving	more	and	more	towards	values-driven	
(3.0)	marketing.	This	has	an	impact	on	all	aspects	of	marketing	as	it	is	demonstrated	in	
table	 2.	 Marketing	 1.0	 started	 the	 concept	 of	 overall	 marketing	 by	 selling	 basic	
products	 with	 low-cost	 to	 all	 who	 would	 buy	 them	 with	 the	 help	 of	 low-cost	
production	 and	 mass	 marketing.	 Marketing	 2.0	 developed	 hand	 in	 hand	 with	
information	 technology	 providing	 more	 consumer,	 segment	 and	 market	 insights	 to	
perform	well	 in	 the	world	of	a	wide	range	of	products	by	having	 in	mind	 the	golden	
rule	 of	 “customer	 is	 the	 king”.	 Marketing	 3.0	 is	 more	 complex	 and	 communal	

















Objective	 Sell	products	 Satisfy	 and	 retain	
the	consumers	













































Technology	 evolves,	 which	 means	 that	 the	 digital	 world	 takes	 its	 share	 from	 the	
mechanical	 world.	 Marketing	 3.0	 wouldn’t	 be	 possible	 without	 the	 advanced	
technology	also	known	as	wave	technology.	The	key	elements	for	this	are	open	source,	
low-cost	 Internet	 and	 cheap	 devices,	 either	 a	 computer	 or	 a	 mobile	 device.	 These	
elements	 together	 with	 social	 media	 allow	 interaction	 and	 networking	 between	
individuals	and	groups.	People	are	increasingly	looking	for	solutions	that	are	consistent	
with	 sustainable	 development	 and	 adopting	 creative	 ways	 to	 produce	 news	 and	
entertainment	 as	well	 as	 to	 share	 ideas	 and	 consume.	With	 this	 change,	 consumers	
have	 become	 producers	 of	 information.	 Companies	 need	 to	 start	 to	 treat	 their	
customers	as	spiritual	and	emotional	human	beings,	not	just	as	consumers.	And	they,	




decreases	 and	 the	 impact	 of	 word	 of	 mouth,	 other	 consumers	 opinions	 and	
experiences,	increases.	Secondly,	it	has	an	impact	on	the	reputation	of	the	product,	as	
companies	 can	 no	 longer	 influence	 what	 people	 are	 talking	 about	 their	 products.	
Companies	 need	 to	 work	 closely	 together	 with	 partners,	 employees	 and	 especially	











To	 reach	all	 the	benefits	offered	by	marketing	3.0	a	 company	needs	 to	 focus	on	 the	
following	 three	 things:	 brand	 image,	 content	 marketing	 and	 social	 media.	 By	
combining	 these,	 the	best	possible	 result	 is	 achievable.	 In	 the	 following	 subsections,	
these	are	described	in	detail.		
2.2 Brand	image	and	mission		
Building	a	brand	 image	 is	 important	because	 it	creates	a	holistic	picture	of	a	 labelled	
product	 or	 service	 for	 consumers.	 Therefore	 this	 subsection	 reviews	 the	 existing	
literature	 of	 brand.	 More	 specifically,	 the	 focus	 will	 be	 on	 the	 brand	 definition,	
identity,	mission	 and	 image.	 The	 concept	 of	 a	 successful	 brand	 and	 how	 it	 interacts	
with	social	media	between	groups	is	presented.		It	answers	the	questions	such	as	what	
is	 a	 brand	 and	what	 kind	 of	 a	 role	 it	 plays.	 This	 knowledge	 helps	 later	 on	with	 the	






company	 and	 it	 is	 the	 foundation	 for	 a	 long-term	 relationship.	 (Renee,	 Forrest	 &	
Vinyard	 2014,	 53-54.)	 According	 to	 Renee,	 Forrest	 and	 Vinyard	 (2014,	 53-54),	
Interbrand	 and	 JP	 Morgan	 study	 is	 referred	 with	 a	 quote;	 "The	 brand	 is	 a	 special	
intangible	that	in	many	businesses	is	the	most	important	asset.	This	is	because	of	the	
economic	 impact	 that	 brands	 have.	 They	 influence	 the	 choices	 of	 customers,	
employees,	 investors	 and	 government	 authorities.	 In	 a	 world	 of	 abundant	 choices,	
such	influence	is	crucial	for	commercial	success."	The	same	study	also	underlines	that	
an	 average	 brand	 accounts	 for	 almost	 a	 third	 of	 shareholder	 value.	 To	 keep	 this	 in	
mind	it	is	important	to	understand	what	is	meant	by	the	brand.	The	brand	is	a	logo	or	a	
slogan	with	a	meaning.	There	are	many	products	or	 services	on	 the	market	 that	are	







A	given	brand	name	makes	 the	product	or	 service	 stand	out	 from	 the	 rival	products	
and	commodities	(Appannaiah,	Hundekar	&	Reddy	2009,	68).	This	can	be	explained	by	
the	 following	 example.	 The	 commodity	 and	 the	 product	 are	 the	 precursors	 of	 the	




or	 Valio	 milk	 when	 certain	 distinctive	 characteristics	 or	 other	 values	 are	 added	 to	
them,	and	that	 is	what	is	meant	by	a	brand.	 	Then	they	start	to	represent	something	
bigger	with	a	personalized	name	with	a	meaning.	 (Chernatony	&	McDonald	2003,	3-
19.)	 This	 is	 also	 known	 as	 brand	 equity.	 Brand	 equity	 is	 accomplished	 with	 its	
reputation	and	it	has	monetary	value.	(Renee,	Forrest	&	Vinyard	2014,	54.)		
	
Strong	branding	affects	 and	also	 strengthens	how	people	 react	 to	products,	 services	
and	 brands	 emotionally.	 Renee,	 Forrest	 and	 Vinyard	 (2014,	 54-55)	 refer	 to	 Alina	
Wheelers'	brand	strategy	design.	This	guide	tells	that	the	brands	serve	three	primary	
functions:	navigation,	reassurance	and	engagement.	Navigation	means	that	the	brand	
strengthens	 the	 choice	 making	 around	 a	 wide	 range.	 Reassurance	 means	 in	 this	




of	 brand	 building.	 If	 you	 are	 not	 a	 brand,	 you	 are	 a	 commodity.	 Then	 price	 is	
everything	and	the	low-cost	producer	is	the	only	winner.”	(Mootee	2013,	13).			
	
A	 brand	 differs	 from	 the	 commodity	 by	 bringing	 added	 values	 and	 embodying	
intangible	values	for	the	user.	This	phenomenon	is	familiar	from	several	blind	tests.	In	
practice,	this	means	that	people	evaluate	products	differently	when	the	brand	is	visible	
or	 hidden.	 In	 case	 the	 brand	 is	 visible	 people	 favor	 it	 more	 easily.	 (Chernatony	 &	
McDonald	2003,	14-15.)	This	can	be	explained	by	the	brand	 image.	The	brand	 image	
reflects	 perceptions	 of	 a	 brand’s	 characteristics	 and	 can	 be	 gauged	 by	 associations	
they	 hold	 in	 their	 mind	 (Chernatony	 &	 McDonald	 2003,	 444-445).	 The	 product	 or	
service	must	appeal	to	the	customer	because	it	is	either	chosen	as	a	packaging	for	its	
appeal	 and	 attractiveness	 or	 brand	 awareness	 and	 loyalty	 in	 the	 purchase	 situation	
(Renee,	Forrest	&	Vinyard	2014,	53).	In	addition	to	the	brand,	the	company	must	have	
a	mission.	 It	consists	of	 things	such	as	the	core	business	of	 the	company,	 the	reason	
behind	it	and	for	whom	it	is	made.	It	is	the	reason	why	the	company	and	the	brand	do	
exist.	It	is	usually	short	and	concise	and	known	as	elevator	pitch	or	mission	statement.	
It	 is	 a	 company	 promise	 to	 consumers	 for	 the	 products	 or	 services	 it	 represents.	
(Renee,	Forrest	&	Vinyard	2014,	58-60.)		









Nike	 “To	 bring	 inspiration	 and	 innovation	 to	 every	 athlete*	 in	 the	
world.	(*if	you	have	a	body,	you	are	an	athlete)”	
Apple	 “Committed	 to	 bringing	 the	 best	 personal	 computing	 experience	
to	 students,	 educators,	 creative	 professionals,	 and	 consumers	
around	the	world	through	 its	 innovative	hardware,	software,	and	
Internet	offerings.”	




clarification,	 the	 company	 dominates	 the	 brand	 identity	 that	 aims	 for	 customers	 to	
recognize	a	brand	as	an	entity	and	realize	how	 it	differs	 from	the	competition.	From	
this	identity,	consumers	make	perceptions	and	form	the	brand	image.	The	book	refers	
to	Neumeier's	 phrase	 "A	brand	 is	 not	what	 you	 say,	 it's	what	 they	 say	 it	 is."	 So	 you	
have	to	keep	in	mind	that	if	you	want	to	influence	brand	image,	you	must	manage	the	
identity.	 (Renee,	Forrest	&	Vinyard	2014,	61.)	This	 is	also	underlined	 in	values-driven	
marketing.	 In	 marketing	 3.0	 consumers	 are	 the	 brand	 owners,	 not	 companies.	
Consumers	 feel	 a	 bond	with	 the	 brand	 and	 it	 has	 an	 iconic	 status	 for	 them	 in	 their	
minds,	hearts	and	spirits,	because	the	brand	is	usually	more	than	just	a	product,	taste	
or	other	feature.	 	The	brand	is	more	icon	behind	the	mission,	for	example,	Coca-cola	




good	 story	behind	 it	 and	 that	makes	people	move.	 It	 is	 called	 “business	as	unusual”	
and	 it	means	 the	ability	 to	 introduce	a	new	business	perspective	 that	 can	 transform	
the	lives	of	consumers	and	get	them	to	spread	it.	A	good	mission	is	recognized	by	the	
fact	 that	 it	 requires	 consumer	 participation.	 This	 means	 that	 consumers	 have	 the	
control	 over	 the	brand	 and	 the	brand's	mission	 is	 their	mission.	 Companies	 can	 just	
interpret	 the	 consumer	 needs	 and	 wants,	 and	 align	 their	 actions	 with	 the	 brand	
mission.	(Kartajaya,	Kotler	&	Setiawan	2010.)	
	
The	 brand	 is	 a	 reputation	 around	 a	 service	 or	 trademark.	 Its	 value	 consists	 of	 the	
reputation	of	the	mission,	product,	logo	and	name.	This	creates	an	entity	known	as	the	
brand's	 identity	 and	 image.	 These	 are	 the	 most	 important	 values	 of	 the	 brand	 or	
service,	therefore	it	 is	necessary	to	create	around	it	things	that	create	positive	image	




improve	 the	 brand	 image	 is	 to	 use	 content	 marketing.	 This	 subsection	 briefly	
introduces	 the	 basics	 and	 the	 idea	 of	 content	 marketing	 and	 answers	 the	 question	








Fifteen	 years	 ago	 media	 advertising	 took	 place	 mainly	 in	 newspapers,	 outdoor,	
cinemas,	radio	and	television.	The	purpose	of	advertising	was	to	provide	 information	
on	 goods,	 services,	 events	 and	 other	 general	 issues.	 The	 brand	 or	 service	 owner	
formatted	 the	 message	 and	 it	 was	 targeted	 one-way,	 from	 brand	 or	 service	 to	
consumer.	 The	 world	 is	 changing	 and	 so	 is	 the	 advertising.	 In	 the	 marketing	 3.0	
attention	 is	 paid	 to	 the	 customers	 who	 together	 with	 the	 brand	 are	 building	 the	
brand’s	 image.	Company	marketing	guidelines	are	more	 in	the	direction	of	corporate	
mission,	 vision	 and	 values	 and	 the	 value	 propositions	 are	 functional,	 emotional	 and	
spiritual.	 	 The	 interaction	 with	 consumer	 has	 changed	 into	 many-to-many	
collaboration	 direction.	 (Kartajaya,	 Kotler	 &	 Setiawan	 2010.)	 However,	 the	 main	
objective	 has	 not	 changed,	 the	main	 goal	 is	 still	 to	 reach	 the	 brand	 awareness	 and	
loyalty.	 As	 Anttila	 and	 Iltanen	 write	 in	 2001	 (271),	 marketing	 communication	 is	 a	
competitive	 part	 of	 a	 brand	 or	 a	 company	 to	 help	 achieve	 product	 or	 service	









marketing	 is	 old-fashioned,	 and	 the	 interactive	 value	 content	 is	 a	 new	 entrant,	 the	
company	 needs	 to	 pay	 attention	 to	 what	 the	 customer	 wants	 and	 is	 interested	 in.		
Consumers	 expect	 content	 from	 brands	 and	 it	 is	 expected	 to	 be	 educational,	
entertaining,	 discovering,	 evolving	 and	 values-driven.	 As	 this	 gives	 new	 views	 on	
products,	 brands	 and	 services,	 it	 can	 also	 help	 to	 educate	 customers	 on	 buying	
behavior	 and	 process.	 Which	 is	 why	 the	 information	 must	 be	 easily	 reachable	 and	
accessible.	The	second	requirement	is	that	it	should	be	easy	to	share	and	interact	with	
the	same	types	of	people	or	 interests.	This	supports	the	customer	engagement	at	all	










• Social	 currency	means	 that	 people	 love	 to	 be	 seen	 in	 positive	 light,	whether	
they	 are	 smart	 or	 funny.	 	 When	 this	 is	 taken	 into	 account	 when	 creating	
content	 then	 the	 content	 may	 be	 something	 like	 coming	 up	 with	 a	 playful	
questionnaire,	where	everyone	knows	the	answer.	












This	means,	 for	example,	sharing	 information	of	 listening	to	a	song	 in	Spotify,	
sending	 a	message	 from	 iPhone	or	 even	marking	or	 tagging	 yourself	 in	 some	
place.	 As	 the	 content	 creator,	 it	 is	 a	 must	 to	 ensure	 that	 the	 company's	
publicity	is	divisible.	
• Practical	 value	 is	 brought	 by	 creating	 whatever	 useful	 information.	 As	 an	
example,	the	content	may	be	advice,	tips,	recipes,	 information,	news	or	other	
current	information	that	brings	added	value	to	the	service	or	product.	





position	 themselves	 into	 the	 content	marketing	matrix.	 Does	 the	 content	 entertain,	
inspire,	 educate	 or	 convince	 the	 target	 group	 and	 what	 does	 the	 company	 actually	










purchase	 making	 decision.	 AIDA	 is	 one	 of	 the	 well-known	 models	 of	 individual’s	
purchase	 decision-making	 process	 and	 it	 stands	 for	 Attention,	 Interest,	 Desire	 and	




is	 not	 needed.	 Interest	 and	 desire	 are	 replaced	with	 the	 engagement	 as	 it	 contains	
more	insights	and	it	considers	the	interaction	between	consumer	and	service	or	brand	
making	 difference	 to	 the	 competitors.	 Success	 replaces	 the	 action	 because	 today’s	
world	 sales	 transaction	 is	 not	 enough.	 Today’s	 world	 business	 searches	 for	 loyal	
customers	whom	to	 interact	with,	 satisfy	and	communicate	 in	 the	best	possible	way	








driven	marketing	3.0.	A	brand	or	a	 service	needs	 to	 consider	and	 invest	 in	 its	 image	
and	what	it	represents	more	widely.	It	is	important	to	find	out	the	ways	to	engage	the	
customers	 with	 the	 brand	 or	 service	 by	 providing	 good	 and	wanted	 content,	 which	
really	adds	value.	It	is	important	to	communicate	and	be	involved	with	the	customers	











mentioned	 things	 has	 created	 phenomenon	 called	 social	 media.	 The	 contacting	 of	
customers	 and	 consumers	 has	 become	 more	 interactive	 and	 continuous.	 This	
subsection	 briefly	 describes	what	 social	media	means,	 how	 it	 works	 in	 practice	 and	








other	 activities	 by	 reaching	 the	 maximum	 amount	 of	 people	 simultaneously	 in	 real	
time.	 (Coles	 2014,	 4-5.)	 Social	 media	 consists	 of	 blogs,	 wikis,	 communities,	 vlogs,	
message	boards,	social	networks	and	other	content	created	and	consumed	mainly	by	
people	 for	 each	 other	 (Diamon	 &	 Singh	 2014,	 10).	 Wave	 technology	 together	 with	
social	 media	 allows	 interaction	 and	 networking	 between	 individuals	 and	 groups	 by	
providing	different	platforms.	 Facebook	 is	 one	 great	 example	of	 this	 and	 in	 addition	




These	 networks	 can	 be	 also	 described	 as	 communities	 and	 they	 exist	 regardless	 of	
whether	 it	can	be	found	on	the	social	media	platform	or	not	because	they	are	based	
on	the	social	graph.	A	social	graph	means	personal	relation	what	every	individual	has	
collected	 through	his	 or	her	 life.	 It	 is	 a	 collection	of	 connections	of	 people,	 interest,	
things	and	places.	With	the	help	of	social	media,	these	networks	are	easier	to	create,	
find,	 connect	 and	 keep	 in	 touch	 with.	 Membership	 and	 joining	 for	 social	 media	
platforms	are	 free	 as	well	 as	 the	 connection	 to	 the	networks.	As	 individuals	 see	 the	
benefits	 and	 opportunities	 of	 social	 media	 so	 do	 companies.	 Companies	 see	 an	
opportunity	 to	 reach	and	meet	 their	brand	or	 service	users	by	building	network	and	
engage	 them	 in	 real-time.	 These	 social	 media	 platforms	 are	 free	 tools	 as	 well	 for	
companies.	(Coles	2014,	1-6.	And	Smith	&	Treadway	2012,	26-27)	
	













• LinkedIn	 is	 a	 business-oriented	 platform	 for	 connecting	 and	 networking	
business	 or	 other	 like-minded	 people,	 colleagues,	 partners,	 schoolmates,	
teachers	and	mentors,	effectively.	 	 It	 is	as	also	a	place	for	professional	graph	
providing	 services	 such	 are	 job	 bank,	 online	 resume	 and	 career	 resources.	
(Coles	2014,	53-54	and	Smith	&	Treadway	2012,	28).		
• YouTube	 presents	 videos	 explaining	 products	 or	 services	 features	
entertainingly	(Coles	2014,	127-143).		
• Twitter	is	a	powerful	tool	for	sharing	information,	news	and	other	interesting	
content	 by	 following	 certain	 business,	 people,	 e.g.	 colleagues,	 partners,	





Figure	4. Social	 media	 content	 examples	 for	 business	 perspective	
(Coles	2014,	20-22).	




2. It	use	 is	based	on	 friendships	but	 it	 is	 commonly	used	as	well	with	variety	of	
ways	by	people,	companies	and	brands.		


















to	 the	 customers	 exclusively	 what	 they	 want	 and	 what	 the	 company	 has	 to	 offer.	
Active	 communication	 helps	 the	 company	 to	 get	 to	 know	 the	 customers	 and	
understand	what	 they	 really	want	 from	 the	 service	 or	 products.	Network	 building	 is	
important	as	 it	 links	people	and	 things	 together	with	 the	business	and	creates	 some	
kind	 of	 structure	 and	 ties	 between	 them.	 	With	 the	 help	 of	 network,	 the	 company	
builds	 a	 relationship	 and	 finds	 their	 cheerleaders	 to	 get	business	 grow	which	 is	why	
recognizing	 customers	 by	 cheering	 and	 rewarding	 is	 important.	 (Coles	 2014,	 8.)	 This	
social	media	presence	helps	increase	company’s	exposure	(Williamson	2012).	Related	
to	 this	 in	 important	 role	 is	 to	 follow	 the	 metrics	 such	 are	 number	 of	 social	 media	
network	 followers,	 the	 achieved	 engagement	 rate	 per	 posting	 and	 other	 defined	
objectives	(Dolgner	2015).	
	
To	 get	 started	with	 social	media	 it	 is	 good	 to	 understand	 how	business	 can	 get	 the	
most	 out	 of	 Facebook	 or	 any	 other	 social	 media	 channel.	 To	 be	 successful	 and	
maximize	 the	 benefit	 of	 it	 firm	 should	 invest	 in	 comprehensive	 planning,	 analysis,	
implementing,	monitoring	 and	 viewing	 results.	 Coles	 (2014,	 12-28)	 presents	 a	 three	
step	 activity	 plan	 to	 get	 started	with	 chosen	 social	media.	 The	 plan	 starts	making	 a	
blueprint,	continuing	with	doing	analysis	and	ending	to	creating	an	actual	content	plan.		








has	 achieved	 by	 monitoring	 the	 objectives.	 The	 objectives	 should	 be	 set	 for	 each	







of	 the	 strengths,	 weaknesses,	 opportunities	 and	 threats	 gives	 the	 company	 an	













the	 social	 media.	 It	 is	 important	 to	 choose	 the	 right	 person	 who	 has	 interest	 and	
passion	for	it.	Then	company	should	challenge	all	of	their	employees	to	think	about	the	
content	 for	 the	 chosen	 social	 media	 channel	 by	 brainstorming	 or	 making	 a	 list	 of	
resources,	websites	 and	 other	 pages	which	 link	 to	 the	 goal.	 The	wider	 scale	 people	
come	up	with	 ideas	 the	more	added	value	 it	brings	 to	 the	 target	group	of	 followers,	
fans	and	other	connections.	“Steal	with	pride”	by	customing	the	insights,	findings	and	








network,	with	 1,968	million	 users,	 in	worldwide	 as	 shown	 in	 the	 figure	 below.	 Then	
come	 other	 services	 like	 WhatsApp	 and	 YouTube	 (Statista	 a	 2017).	 The	 thing	 with	





users	 worldwide	 in	 01/2017	 (Statista	 a	 2017)	 and	 on	 right	 the	
number	of	active	users	in	Facebook	2008-2016	(Statista	b	2017).	
Several	kinds	of	research	have	been	conducted	on	social	media	users	in	the	last	years.	






is	overwhelming	and	get	along	very	well	with	different	 indicators;	 first	of	all	 it	 is	still	
growing	 from	year	 to	year	by	monthly	active	users,	 secondly	 it	 is	 the	most	engaging	
social	network,	 thirdly	people	go	 there	most	often	compared	 to	other	networks	and	
fourthly	 it	 has	 second	 highest	 interaction	 per	 post	 per	 1000	 followers	 on	 social	
network.	This	means	that	an	average	Facebook	user,	which	represent	72	%	of	all	users,	




When	 looking	at	 the	corresponding	 figure	 from	Finland	there	 is	a	similar	 trend	seen.	
MTV	has	collected	white	paper	of	social	media	use	in	Finland	in	2015.	The	insights	are	
collected	from	the	representative	crowd,	which	means	800	Finnish	people	between	15	
and	 55	 have	 answered	 the	 inquiry.	 	 The	 top	 three	 social	 media	 channels	 are	 also	
Facebook,	YouTube	and	WhatsApp,	but	 the	difference	with	worldwide	 figures	 is	 that	
Facebook	keeps	the	second	place.	Pönkä	(2014)	has	analyzed	Finnish	Facebook	users	in	
more	 detailed	 with	 the	 data	 from	 Statistics	 Finland	 and	 Facebook	 ad	 service.	 The	












Figure	7. Above	 the	 top	 social	 network	 sites	 by	 number	 of	 active	










Advertises	 Rely	 on?”	 (b	 2016).	 	 Richter	 points	 out	 in	 his	 overview	 (a	 2014)	 that	
Facebook	 is	 the	 most	 commonly	 used	 social	 media	 platform	 among	 marketers	
following	by	Twitter,	YouTube,	LinkedIn	and	Google+.	The	media	platforms	are	used	in	
both	 B2B	 and	 B2C	 alike	 in	 percentage	 terms	 with	 the	 exception	 of	 LinkedIn	 and	
Instagram.	 	 LinkedIn	 focuses	 29	 %	 more	 to	 B2B	 relationships	 whereas	 Instagram	
focuses	 15	 %	 more	 to	 B2C	 relationships.	 Facebook	 as	 the	 largest	 social	 network	

















Figure	9. Social	 Network	 advertisers	 rely	 percentage	 by	 marketers	
(Richter	b	2016).			
Figures	 of	 social	 media	 use	 by	 the	 network	 are	 not	 found	 from	 Finnish	 market.	
However,	 one	 study	 has	 been	 made	 in	 2013,	 which	 examines	 how	 companies	 use	
social	media.	Statistics	Finland	has	made	research	of	companies	employing	more	than	
10	people.	 It	 shows	 that	 the	 top	 three	 industries	 that	 take	part	 on	 social	media	 are	
information	and	communications,	hospitality	as	well	as	retail	trade	industries.		In	total	
at	least	38	percent	of	social	companies	take	part	of	social	media	in	Finland.	The	study	
also	 states	 that	 the	 company	 is	 firstly	 using	 social	 media	 for	 developing	 company	
image	and	marketing	with	83	percentage	and	secondly	it	is	used	for	customer	service,	












it	 practices	 interaction	 with	 many-to-many	 collaboration	 perspective.	 It	 provides	
tactical	ways	to	find	the	right	audience	and	bring	targeted	content	to	their	awareness.	
The	 popularity	 of	 social	 media	 is	 growing	 and	 within	 it,	 there	 is	 one	 particular	 star	
performer,	 Facebook.	 As	 demonstrated,	 Facebook	 is	 the	 most	 popular	 channel	 for	
building	 an	online	presence.	 First	 of	 all,	 it	 is	 the	most	 reliable	 and	 secondly	 it	 is	 the	
most	popular	platform.	For	 this	 reason,	 the	 following,	as	well	 as	 the	 last,	 subsection	
will	 be	 dealing	 with	 Facebook	 in	 more	 detail,	 as	 it	 will	 be	 the	 platform	 where	 the	
master	thesis	will	take	place	in	practice.			
2.5 Facebook	business	
Marketing	 3.0,	 brand	 image,	 content	 marketing	 together	 with	 social	 media	 have	
created	 this	 phenomenon	 called	 Facebook,	 the	most	 popular	 social	media	 platform.	
Facebook	 is	 commonly	 used	 and	 the	 number	 of	 users	 is	 still	 growing.	 It	 is	 popular	
among	people,	but	nowadays	brands	and	services	use	it	too.	As	a	company	or	business	
owner,	 it	 is	 important	 to	 be	 there	 where	 the	 target	 audience	 and	 consumers	 are	
spending	 their	 time.	 This	 section	 will	 tell	 insights	 about	 Facebook	 from	 a	 business	
perspective	 and	 gives	 a	 base	 for	 this	master	 thesis	 project	 of	 building	 the	 Facebook	
presence	 for	 a	 brand	 and	 service.	 	 It	 will	 answer	 the	 question	what	 does	 Facebook	
offer	for	business	and	how	does	the	Facebook	page	work.		
	
Facebook	 was	 originally	 founded	 as	 a	 place	 to	 keep	 in	 touch	 with	 students,	 but	
nowadays	it	is	a	network	to	keep	in	touch	with	everyone	everywhere	every	time	(Coles	
2014,	 29).	 Facebook	 connects	 brands,	 people,	 things,	 events	 and	 almost	 everything	
what	 is	 part	 of	 everyday	 life	 as	 it	 is	 demonstrated	 in	 figure	 7.	 Companies	 use	 it	 for	
building	 brand	 image	 and	 relationship	 with	 people,	 consumers,	 by	 using	 content	
marketing	 and	 maintain	 their	 reputation	 with	 networking.	 This	 configuration	 gives	
them	tailored	services	and	interactive	surrounding.	In	Facebook,	the	company	reaches	











build	 new	 ones.	 People	 expect	 to	 find	 everything	 from	 Facebook,	 the	 people	 they	
know	 as	 the	 firms	 and	 brands	 they	 love.	 There	 is	 a	 saying	 “if	 the	 firm	 is	 not	 on	
Facebook	 it	 does	 not	 exist”.	 In	 addition	 to	 this,	 there	 are	 two	 economic	 reasons	 in	
business	 perspective:	 firstly	 that	 the	 membership	 is	 for	 free	 and	 secondly	 the	




As	 Facebook	 (b	 2017)	 itself	 describes	 the	 page	 gives	 to	 the	 business,	 brand	 or	 ism	
visibility	 and	 voice.	 	 The	 page	 is	 created	 for	 building	 a	 Facebook	 presence	 and	
obtaining	 as	 well	 as	 interacting	 with	 fans.	 With	 the	 help	 of	 the	 Facebook	 page,	 	 a	
company	gets	 the	attention	and	 reaches	 the	people	 they	want	and	are	 interested	 in	
and	 vice	 versa.	 A	 page	 is	 a	 place	 where	 people	 with	 the	 same	 interests	 meet	 and	
connect	and	it	allows	for	two-way	conversation	between	marketers	and	its	customers.	
(Dunay	 &	 Kruger	 2010,	 9-16	 &	 55-70.)	 A	 business	 page	 is	 a	 way	 for	 marketers	 to	




the	 page	 and	 the	 Facebook	 member.	 Member	 becomes	 a	 fan	 if	 he	 likes	 Facebook	




belong	 to	 a	 network	 with	 similar	 people.	 Fan	 of	 a	 page	 is	 part	 of	 some	 certain	
community.	Fans	receive	the	updates,	news,	information,	releases	and	other	things	the	
page	posts	on	their	personal	news	automatically.	If	the	post	pleases	the	fan	he	can	like	
it	 and	 then	 the	 fans	 friends	 can	 see	 it,	 can	maybe	 like	 it,	 too.	 	 This	 causes	 so-called	
snowball	 effect	 that	 in	 practice	 means	 that	 the	 page	 gets	 more	 visibility.	 So	 the	
companies,	 services	or	brands,	 are	 trying	 to	 find	 fans	 to	 their	 pages	 and	what	more	
they	have	fans	the	more	they	have	visibility	and	people	who	they	can	network,	share	




Internet,	 but	 only	 Facebook	 members	 can	 be	 page	 fans.	 This	 means	 that	 it	 will	 be	
visible	 also	 to	 those	 who	 are	 not	 signed	 up	 to	 Facebook	 as	 a	 member.	 Public	
availability	enables	wider	Internet	visibility	and	it	has	a	positive	impact	on	company’s	
positioning	in	the	search	engine	results	for	example.	(Dunay	&	Kruger	2010,	9-16	&	55-








This	 subparagraph	 goes	 the	 most	 important	 technical	 issues	 in	 setting	 up	 a	 page	
through.	Creating	a	Facebook	page	 is	easy,	effortless	and	simple.	 It	 takes	 less	 than	a	
minute	but	 for	the	best	 final	 result,	 it	 is	good	to	create	 it	with	thought	and	accuracy	
(Skillsology	2016).	Connecting	with	the	people	and	fans	through	the	Facebook	page	is	a	
unique	 experience,	 which	 is	 why	 the	 business	 needs	 to	 think	 the	 nature	 of	 the	












Figure	12. Visualizing	 the	 different	 page	 options	 (Facebook	 page	 b	
2017.)	
The	choice	depends	on	 the	company	perspective	and	on	what	qualities	 it	expects	 to	
receive	 from	Facebook.	 	 The	 features	 Facebook	page	offers	 are	 including	 the	widest	















good	 to	 think	 that	 the	 name	 would	 be	 easy	 to	 remember	 and	 it	 consist	 similar	
wordings	 what	 is	 used	 on	 other	 social	 networks	 if	 any	 (Skillsology	 2016).	 Facebook	
require	 that	page	name	must	accurately	 reflect	 the	page	content	and	 if	 it	 is	publicly	
known	 it	 has	 to	 be	 managed	 by	 authorized	 representatives	 of	 brand,	 place,	
organization	or	public	figure.	Other	rules	to	keep	in	mind	are	that	page	name	must	use	
grammatically	correct	words	and	capitalization,	misleading	words,	symbols	 (like	®)	or	
punctuation	 which	 are	 unnecessary	 is	 not	 allowed.	 As	 well	 generic	 words,	 like	 ice	




it	 and	 who	 to	 nominate	 to	 what.	 Facebook	 offers	 roles	 such	 are	 an	 admin,	 editor,	












it	 is	 good	 to	 understand	 that	 Facebook	 page	 consists	 of	 four	 main	 elements:	




the	 category	 chosen	 it	 varies	what	 information	 can	 be	 filled	 in.	 The	most	 important	
fields	to	 focus	on	are	the	 long	description,	where	 is	 room	to	describe	the	company's	
activities,	 and	 company	 overview,	 where	 it	 possible	 to	 write	 the	 mission	 of	 the	
company.		There	are	also	other	fields	available,	such	as	awards,	products	and	website.	
They	 are	 all	 optional	 and	 they	 should	 be	 filled	 in	 if	 the	 company's	 operations	









With	 the	 default	 pictures	 company	 creates	 the	 image	 and	 gives	 the	 first	 impression	
(Dunay	&	Kruger	2010,	62-64).	In	Facebook	page	is	two	pictures	available,	profile-	and	
cover	picture.	Profile	picture	represents	the	company	so	it	could	be	for	example	a	logo	
or	a	picture	of	a	product.	 The	most	 important	 thing	 is	 that	 the	 image	 is	 such	 that	 it	
describes	the	brand	or	service.	(Dunay	&	Kruger	2010,	62-70.)	The	header	also	known	
as	 cover	 photo	 is	 the	 largest	 place	 for	 people’s	 attention.	Often	 it	 is	 thought	 as	 the	
largest	free	advertising	space	firm	has	on	Facebook.	As	 it	draws	the	attention	on	the	
page	 it	 is	 good	 to	 use	 it	 wisely.	 (Lee	 2017.)	 	 Facebook	 (Pages	 c	 2017)	 gives	 a	
recommendation	 to	 use	 unique	 images	 in	 bot	 cases	 that	 represent	 the	 page.	 These	
two	pictures	often	complement	each	other	so	it	is	good	to	think	these	two	as	a	pair	so	
that	brand	or	service	is	represented	in	the	best	possible	way.		In	addition	to	the	good	





The	pages’	main	page	 consists	of	different	 tabs	and	page	applications	 that	 company	
can	choose	from.		Some	of	them	come	as	default	but	some	are	possible	to	tailor.	The	
most	 important	 interaction	 part	 of	 the	 main	 page	 is	 the	 tab	 called	 timeline	 where	
conversation	 and	 other	 activity	 will	 be	 posted.	 Content	 is	 usually	 status	 updates,	
events,	 pictures,	 videos,	 mail	 stones	 or	 other	 stories	 which	 are	 appearing	 in	
chronological	 order.	 The	 content	 is	 uploaded,	 either	 the	 administrator	 or	 the	 fan's	
behalf	however	so	that	the	official	representative	of	the	business	is	the	administrator	
of	 the	page.	 In	addition	to	this	Facebook	page	provides	a	different	kind	of	elements,	













































go	 there	 to	 entertain	 themselves.	 This	means	 for	 business	 owner	 to	 reach	 potential	
customers’	by	producing	content	that	attracts	the	target	group.	Sharing	fun,	different,	
interesting	 and	 current	 posts	 is	 something	 the	 customers	 are	 pleased	 about.	 They	
dislike	old-fashioned	advertising	what	directly	tries	to	sell	something.	Fifthly	followers	
are	more	 likely	 to	 follow	a	page	 that	 gives	 them	valuable	and	emotional	 content.	 In	














all	 the	 above.	 	 Positive	 vibe	 is	 achieved	 when	 the	 page	 has	 a	 good	 strategy	 and	
structure.	The	strategy	is	to	entertain	fans	by	telling	them	stories	of	the	company	and	









The	material	 that	 the	brand	or	service	uses	 in	 the	post	may	be	either	 image,	videos,	
updates,	quoted,	external	 links	or	something	else.	The	main	thing	 is	 to	 find	a	way	to	
interact	with	the	fans	and	get	engagement	through	post	clicks	or	reactions,	comments	
and	shares.	Getting	 results	 requires	 time	and	effort,	which	at	 some	point	pays	back.	
(Facebook	Blueprint	a	2017	and	Skillsology	2016.)	
2.5.4 Facebook	pages	insights	
Facebook	 offers	 insight	 data	 for	 page	 owners.	 This	 information	 is	 valuable	 for	
understanding	the	effectiveness	of	content	added	to	the	page	(Facebook	page	d	2017).	
It	is	available	for	pages	that	have	more	than	30	fans	(Facebook	blueprint	a	2017).	With	
the	page	 insights,	owner	 can	 see	 the	number	of	 fans,	page	and	post	 views,	discover	
engagement	rate,	understand	what	resonates	with	the	audience	as	well	as	get	to	know	
the	details,	for	example,	gender,	age	and	residence,	about	the	fans	(Awl	2009,	182).	By	
following	 these,	 the	 company	 is	 able	 to	 measure	 successes	 and	 failures,	 and	 then	
optimize	the	content.	When	the	page	reaches	100	likes,	it's	possible	to	see	competing	
businesses	 results	 and	 compare	 their	 successes	 with	 company	 own	 (Facebook	
blueprint	a	2017).	Facebook	provides	different	automatic	charts	of	the	insights.	These	














least	 once	 a	 week	 and	 see	 the	 pros	 and	 cons	 of	 the	 provided	 data	 and	 learn	 from	
them.	(Skillsology	2016.)	
2.5.5 Facebook	pages	advertising	campaigns		













to	 create	 a	 campaign	 for	 engagement	 and	extra	 visibility	 either	 for	 page	post	 or	 for	
page	likes	as	it	is	demonstrate	figure	18	(Facebook	Ad	2017).		Extra	visibility	advertising	
for	 post	means	 to	 boost	 already	 posted	 post.	 This	 is	 used	when	 the	 objective	 is	 to	
extend	the	reach	and	increase	engagement	of	the	post.	The	typically	engagement	rate	
for	 this	 kind	 of	 campaign	 is	 between	 5	 to	 10	 %.	 Another	 option	 is	 to	 reach	 more	
audience	or	new	customers	for	the	page	by	promoting	it.	This	ad	is	optimized	to	reach	
people	 and	 get	new	 fans	 for	 the	page.	 Companies	often	determine	a	price	 that	one	
new	follower	can	pay	for	the	Facebook	page.	With	the	help	of	new	fans	the	page	posts	










Facebook,	 but	 not	 everyone	 is	 the	 target	 audience.	 Depending	 on	 the	 company’s	
business	it	is	possible	to	explore	and	narrow	down	the	target	audience	by	choosing	the	










the	 mentioned.	 Before	 publishing	 the	 company	 needs	 to	 think	 of	 the	 lifetime	 and	
budget	of	the	ad	too.	 In	practice,	this	means	that	business	needs	to	choose	between	





brand	 and	product	 presence	 in	order	 to	 create	 leads	 and	boost	 sales	 for	 consumers	










The	 research	 has	 been	 done	 as	 a	 custom	 work	 and	 it	 took	 place	 on	 Karhujää	 Oy	
Facebook	 page.	 The	 aim	 was	 to	 create	 a	 customer-centric	 communication	 plan	 for	











The	 chosen	 approach	was	 strategic	marketing	 planning	 process	 from	McDonald	 and	






Figure	20. 	Content	 of	 a	 strategic	 marketing	 plan	 (McDonald	 and	
Wilson,	2011,	523.)			
In	 addition	 to	 the	 strategic	 marketing	 plan,	 material	 and	 content	 production	 was	 a	
major	part	of	 this	work.	 I	made	all	 the	materials	 from	the	beginning	to	 the	end.	The	















This	 master	 thesis	 demonstrates	 the	 progress	 of	 the	 project,	 but	 does	 not	 go	 into	











in	 Finland.	 Their	 mission	 is	 to	 encourage	 the	 ice	 using	 culture	 in	 Finland	 and	 they	
believe	it	is	done	with	the	attitude	of	“ice	to	meet	you”.		Karhujää	is	a	service	firm	that	
provides	a	large	variety	of	solutions	for	its	customers	in	terms	of	storing,	cooling	and	
processing	 beverages	 or	 foodstuff,	 as	 well	 as,	 decorating	 and	 visualizing	 events.	








was	 shaped	 to	 build	 the	 brand	 and	 service	 image	 through	 the	 company’s	 Facebook	









the	 number	 of	 engaged	 people,	 compared	 to	 the	 last	 third	 in	 the	 year	 2016.	 The	
additional	goal	was	to	increase	sales.		
3.3 Situation	review	
In	 the	 following	 section	 there	 is	 a	 brief	 introduction	 to	 the	 current	 status	 of	 the	
company’s	 Facebook	 page	 before	 the	 research.	 It	 presents	 also	 the	 Facebook	main	
metrics	and	insights	from	the	last	third	of	2016.	
	
Karhujää	 Oy	 published	 the	 Facebook	 page	 years	 ago	 and	 it	 has	 not	 been	 properly	
utilized	due	to	the	lack	of	time	referring	to	the	conversation	with	the	founder.	Another	
remark	from	the	conversation	was	that	Facebook	page	followers	are	mostly	familiar	to	
her,	 as	 the	other	 audience	has	not	 reached	 the	page	 for	 the	 same	 reason.	Over	 the	




















However,	 looking	at	 the	 last	 four	months	 in	2016	there	was	that	slight	 improvement	
















































































marketing	 3.0,	 brand	 image	 and	 content	 to	 be	 able	 to	 justify	 this	 implementation,	
which	 led	 to	 Karhujää	 Facebook	 page	 strategy:	 The	 page	 entertains	 fans	 by	 telling	
them	 stories	 of	 current	 issues,	 company,	 products,	 and	 share	 information,	 tips	 and	
recipes	of	ice.	
	
2.	 	 Page	 customization	was	 in	 a	 significant	 role	 as	 the	 Facebook	 landing	 page	 is	 the	





3.	 The	 Facebook	 page	 has	 an	 important	 role	 in	 sharing	 content,	 entertaining	 and	
raising	people's	 awareness	of	 the	Karhujää.	 The	 ambition	was	 to	 create	posts	which	
increase	 the	 total	page	 likes,	page	visits,	page	post	 coverage	as	well	 as	a	number	of	
engaged	 people.	 	 This	 was	 achievable	 by	 creating	 interesting	 postings	 using	 text,	
pictures	and	videos.	 Ideas	for	the	content	of	the	posting	were	searched	from	various	
Facebook	accounts	(such	as.	Mr.Iceman,	The	Ice	Co.,	Prema	Ice	Makers	and	Pure	Ice)	























Next,	 the	 taken	 actions	 on	 the	 Facebook	 page	 according	 to	 the	 plan	 are	 presented.	
This	 section	 is	 divided	 into	 five	 parts.	 It	 begins	with	 the	 starting	 point	 and	 then	 the	






how	 they	 work	 and	 how	 they	 are	 maintained	 beforehand	 so	 that	 this	 empirical	
research	 would	 go	 in	 the	 right	 direction	 from	 the	 beginning.	 In	 addition	 to	 the	





right	 and	 page	 customization	 done	 before	 the	 proper	 research	 starts.	 At	 first,	 the	
attention	 was	 paid	 to	 Facebook	 page	 customization.	 The	 Karhujää	 Facebook	 page	
information	was	updated.	In	the	long	description	field	a	description	of	the	company's	
activities	was	added	and	into	the	company’s	overview	the	mission	of	the	company	was	
added.	 	 In	 addition	 to	 this,	 the	 landing	 page	 was	 modified	 by	 a	 new,	 more	
representational,	 cover	 picture	 so	 that	 the	 page	 looked	more	 like	 an	 ice	 shop.	 Also	
Instagram	page	application	was	added	and	synchronized	to	the	Facebook	page.	After	
the	 changes,	 the	 page	 gave	 a	 better	 first	 impression	 and	 people	 understood	 better	













contained	various	 contents	 and	appearances,	 as	 the	goal	was	 to	 try	out	what	works	




During	 the	 month	 some	 experiments	 were	 carried	 out.	 The	 first	 advertising	
experiments	 were	 made	 from	 scratch.	 First	 two	 different	 target	 audiences	 were	
determined	and	saved.	Then	a	campaign	of	the	page	like	engagement	was	created.	The	
goal	was	to	reach	more	fans	to	the	Karhujää	Facebook	page.	The	campaign	was	divided	
into	 two	 different	 target	 audiences	 to	 see	 whether	 different	 target	 groups	 react	
differently	to	similar	ads.	Second	experiment	was	done	for	post	engagement,	where	a	




interest	 along	 the	 fans	 as	 well	 as	 other	 audience	 by	 collecting	 comments	 and	








Other	 observations	 were	 that	 at	 first,	 the	 updates	 seemed	 really	 personal	 as	 if	 the	
postings	were	posted	to	our	own	personal	wall.	Each	time,	 it	 felt	kind	of	stressful	 to	
wait	 how	people	 reacted	 to	 the	 posts,	 or	whether	 they	would	 react	 at	 all.	 This	 also	
brought	the	feeling	of	failure;	what	if	the	post	would	not	reach	the	expected	interest.	
In	retrospect,	however,	 these	are	the	ones	that	are	the	best	 in	class	 in	this	kind	of	a	
project	 to	 learn	and	develop	 the	operation.	This	also	 strengthened	understanding	of	
why	it	 is	good	that	there	 is	a	plan	behind	what	to	stick	to.	 	Another	observation	was	
about	the	campaign's	boosting.	It	was	a	pleasure	to	follow	the	visibility	and	activity	the	







I	 continued	 to	explore	 the	 social	media	world	by	 reading	different	blogs	 and	 finding	
some	interesting	e-learnings	and	e-books.	The	best	sources	I	found	have	been	used	in	
the	theoretical	framework	writing.	I	also	continued	to	surf	various	Facebook	pages	of	
different	 brands	 and	 business	 to	 see	 what	 the	 pages	 and	 contents	 were	 like.	 I	









everyday	 life	 through	 stories.	 No	 competition	 or	 paid	 advertising	 was	 made	 in	 this	
month.	Nonetheless,	the	page	was	seen	and	posts	responded.	 	A	total	of	12	updates	










Figure	30. Karhujää	 Facebook	 page	 posting	 template	 in	 practise,	
month	2/2017	
Other	observations	of	the	month	were	that	the	updating	of	the	page	started	already	to	
feel	more	 familiar	as	 the	knowledge	and	understanding	of	page	 functions	grew.	 	My	










The	 implementation	 of	 learned	 knowledge	 and	 observations	 continued	 in	 practice.	
Page	 fans	 became	 more	 familiar	 so	 it	 started	 to	 be	 easier	 to	 make	 successful	 and	
relevant	 postings.	 The	 initial	 enthusiasm	 began	 to	 decrease	 slightly,	 and	 the	
understanding	 that	 quality,	 not	 quantity	 mattered,	 to	 settle.	 The	 good	 ideas	 of	
contents	designed	in	advance	were	applied	and	results	of	11	updates	were	published.		
	
In	March	two	 interest-arousing	competitions	 took	place.	 In	 the	 first	competition	was	
investigated	the	reaction	button's	functionality	in	Facebook	page.	These	buttons	were	
used	 as	 vote	 buttons	 and	 fans	 could	 vote	 for	 their	 favorite	 product	 by	 choosing	 a	
reaction.	This	made	it	easy	to	answer	and	give	an	opinion	on	which	product	they	like	
the	most.	The	competition	campaign	was	boosted	by	product	prizes	that	were	raffled	
among	 participants.	 Second	 campaign	 was	 built	 around	 the	 company’s	 5-years	
anniversary,	which	meant	in	practice	that	in	all	postings	about	this	campaign	the	same	
product	prize	was	offered	to	boost	interest.	To	this	was	used	a	more	traditional	tactic	



















updating.	 As	 noted	 in	 the	 previous	 paragraph,	 quality	 replaces	 the	 quantity.	 This	
happened	 also	 in	 this	month,	when	 in	 total	 9	 updates	were	made.	 The	 use	 of	 time	







campaign.	 This	 month	 the	 designed	 campaign	 was	 around	 Vappu.	 In	 practice,	 this	
meant	 that	 the	 posts	 were	 placed	 around	 this	 theme	 as	 well	 as	 the	 lottery.	 Every	
reaction	or	comment	was	a	lottery	ticket	and	through	that	the	posts	achieved	visibility	
as	well	as	engagement.		In	addition	to	organic	visibility	and	reach	paid	advertising	was	


















the	result	of	organic	as	well	as	paid	boosting.	 It	 reached	all	 together	5570	people;	 it	





Figure	34. The	 most	 visible	 post	 in	 Karhujää	 Fabeook	 page	 in	 the	
research	period,	posted	19.3.2017.		
	
























In	 summary	 Facebook	 page	 maintaining	 was	 engrossing.	 Co-operation	 with	 the	
company	went	well	and	was	straightforward.	 In	connection	with	this	project,	 regular	
























extra	 visibility	 engagement	 campaigns,	 for	 page	 post	 and	 for	 page	 like,	 for	 different	
target	 groups	 were	 carried	 out.	 The	 results	 provided	 insights	 for	 the	 company	 and	
showed	which	target	audience	and	content	worked	the	best	and	what	was	the	return	
on	 investment	 on	 each	 campaign.	More	 detailed	 information	 about	 these	 has	 been	





potential	 customers	 in	 B2C	 field	 and	 tell	 them	 more	 about	 Karhujää	 products	 and	




succeed	 in	 this	 the	company	 is	advised	 to	continue	 the	 systematic	updating	and	use	
the	 campaign	 rhythm	 for	 it.	 Campaigns	 are	 designed	 around	 topical	 issues	 and	 this	
may	work	for	year	to	year	with	small	changes.	A	draft	campaign	calendar	is	presented	
in	 figure	 38.	 The	 plan	 has	 been	 made	 for	 utilizing	 and	 that	 is	 why	 the	 company	 is	

















has	 the	 main	 role	 in	 many-to-many	 collaboration	 relationship	 to	 build	 brands	 and	
services	 together	 as	 a	 team	 consisting	 of	 consumers	 and	 companies.	 This	 was	 an	
important	 observation	 in	 understanding	 the	modern	world	 of	marketing	 and	 how	 it	
works.	Regular	and	active	content	marketing	as	well	as	communality	are	in	key	roles	in	





Once	 the	 right	 social	 media	 platform	 is	 founded	 and	 an	 account	 published,	 the	
company	must	 maintain	 it	 regularly.	 It	 is	 important	 to	 have	 an	 active	 account	 that	
stands	 out.	 The	 company’s	 account	 needs	 to	 take	 care	 of	 its	 visibility	 and	
communication,	as	well	as	create	interesting	content	and	overall	positive	buzz.	As	the	
empirical	research	has	shown	Facebook	offers	a	good	platform	for	this.		The	Facebook	
page	 is	 a	 place	where	 the	 company	 can	 create	 their	 own	network	 and	 interact	with	
their	 fans,	create	 interesting	content,	engage	them	and	strengthen	the	brand	 image.	
The	best	result	is	achieved	when	the	presence	is	planned	and	the	goals	set	in	advance.	








































on	 17.4.17.	 	 ProQuest	 Ebook	 Central:	 https://ebookcentral-proquest-
com.ezproxy.hamk.fi/lib/hamk-ebooks/reader.action?docID=3011175		
	

















referenced	 on	 17.4.17.	 	 ProQuest	 Ebook	 Central:	 https://ebookcentral-proquest-
com.ezproxy.hamk.fi/lib/hamk-ebooks/detail.action?docID=1767915		
	
Diamon,	 S.	 &	 Singh,	 S.	 (2012).	 Social	 Media	 Marketing	 for	 Dummies.	 2nd	 edition.		




Dolgner,	 B.	 (2015).	 	How	 to	maximize	 your	 Facebook	 presence.	 	 Dealernews;	 North	
Olmsted,	 Jan	 2015:	 31.	 Referenced	 on	 21.5.2017	
http://search.proquest.com.ezproxy.hamk.fi/docview/1646328749/		
	
Dunay,	 P.	 &	 Krueger,	 R.	 (2010).	 Facebook	 marketing	 for	 dummies.	 Hoboken:	 Wiley	
Publishing,	Inc.		
	















Facebook	 Pages	 a.	 (2017).	 Facebook	 page	 terms	 –	 page	 guidelines.	 Date	 of	 Last	






Facebook	 Pages	 c.	 (2017).	 Facebook	 page	 –	 page	 help.	 Referenced	 on	 25.4.2017.	
https://www.facebook.com/help/282489752085908/?helpref=hc_fnav	
	
Facebook	 Pages	 d.	 (2017).	 Facebook	 page	 -	 	 using	 page	 insights.	 Referenced	 on	
6.5.2017.		https://www.facebook.com/business/a/page/page-insights#u_0_1		
	
Facebook	 planner.	 (2017).	 Use	 Keywords	 in	 Your	 Posts	 –	 Social	 Media	 Tips	 by	
salman123sdsfg	 at	 Facebook	 planner.	 Blog	 post	 February	 2017.	 Referenced	 on	
2.5.2017	http://facebookplanner.com/use-keywords-in-your-posts-social-media-tips/		
			
Facebook	 test	 page.	 (2017).	Kokeilu	 -	 Facebook	 test	 page.	 	 Referenced	 on	 2.5.2017.	
https://www.facebook.com/Kokeilu-1504678102917698/	
	









Kartajaya,	 H.,	 Kotler,	 P.	 &	 Setiawan,	 I.	 (2010).	 	Marketing	 3.0	 :	 From	 Products	 to	





Lee,	A.	 (2017).	 17	Wicked	Ways	To	Use	Your	 Facebook	Cover	Photo.	Blog	post	2017.	





















Odden,	 L.	 (2012).	 Optimize	 –	 how	 to	 attract	 and	 engage	 more	 customers	 by	
integrating,	 SEO,	 social	 media,	 and	 content	 marketing.	 Referenced	 on	 1.5.2017.		
ProQuest	 Ebook	 Central:	 https://ebookcentral-proquest-
com.ezproxy.hamk.fi/lib/hamk-ebooks/reader.action?docID=818122#		
	








Renee,	 D.,	 Forrest,	 B.	 &	 Vinyard,	 R.	 (2014).	 The	 Hardware	 Startup-	 Building	 Your	
Product,	 Business,	 and	Brand.,	 	O'Reilly	Media,	 2014.	 Referenced	on	 29.4.2017	 from	






Richter,	 F.	 (b	 2016)	Which	 Social	 Networks	 Do	 Advertisers	 Rely	 On?.	 The	 Statistics	
Portal.	May	2016.	https://www.statista.com/chart/4822/social-media-advertising/		
	
Skillsology.	 (2016).	 Facebook	 Marketing	 for	 small	 business,	 Skillsology.	 Excel	 with	
Business	Ltd.	Referenced	on	23.4.17		https://skillsology.com/wc/		
	

















Statista	 b	 (2017).	 Number	 of	 monthly	 active	 Facebook	 users	 worldwide	 as	 of	 4th	




Tilastokeskus.	 (2013).	 Tietotekniikan	 käyttö	 yrityksissä	 2013.	 Tilastokeskus/Official	
Statistics	 of	 Finland.	 Published	 on	 26.11.2013.	 	 Referenced	 on	 27.4.17.	
http://tilastokeskus.fi/til/icte/2013/icte_2013_2013-11-26_fi.pdf		
	




News;	 Northfield36.3	 (Mar	 2012):	 34.	 Referenced	 21.5.2017.	
http://search.proquest.com.ezproxy.hamk.fi/docview/947218146/		
	
	
	
	
	
	
	
